values, and interests" (Solomon, 2013, p.131) , has been identified as a significant factor influencing brand loyalty as well (Quester & Lim, 2003) . Thus, the purpose of this study is to understand how consumers' involvement towards eco-friendly apparel influences their internal reference price (IRP) formation and store loyalty. This study also compared consumers' IRP formation of eco-friendly T-shirts and dress shirts, which has not been previously studied. Hypotheses development. The theoretical framework of "involvement" concluded by Solomon (2013) served as the basis of the proposed model. It presents a mediating function of "involvement," and depending on the antecedents of involvement, the consequences on consumer behavior differ. The hypotheses were developed based on related literatures on product involvement, self-identity, store loyalty, and reference price effects (Michaelidou & Dibb, 2006; Quester & Lim, 2003; Lowengart, 2002) . We proposed that a consumer's eco-conscious selfidentity is a positive antecedent of eco-friendly apparel product involvement; product involvement would result in some higher loyal behavior towards the store that provides those products and higher IRP. Acknowledging that the IRP formation may be based on consumers' prior experience, the prices they usually pay for a regular cotton T-shirt and dress shirt were included in the model as well (Lowengart, 2002) . Method and result. A total of 416 usable responses from U.S. consumers aged 18 and older was collected through a national online consumer panel. The sample consisted of 49.9% male and the median age of the sample was 40 years old. Because we were interested in the question that "If one is willing to pay more, is his/her self-identity and product involvement positively related to the premium s/he would pay?", participants who answered "I would not pay more" for either an eco-friendly T-shirt (27%) or dress shirt (30%) were excluded in the final data analysis. The 
